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1. Introduction 
M-commerce is about buying and selling of goods and services through wireless handheld devices such as 
cellular phones and personal digital assistants [1-3]. It provides organizations with many benefits including 
improving productivity, increasing customer satisfaction, and lowering operational costs [4]. As a result, m-
commerce is considered as a cost-effective way for businesses to promote their products and services online [2, 5, 
6]. M-commerce has been increasingly becoming popular across the world, exemplified by a significant increase of 
revenue in the global market from $50.92 billion in 2014 to $96.34 billion in 2015, and the revenues are set to 
surpass $693 billion in 2019 [7]. 
SMEs can be defined differently across countries and sectors with respect to the number of employees, the 
turnover, and the ownership structure [8, 9]. In Vietnam, SMEs are an independent business with the average 
number of permanent workers not exceeding 300 [10]. SMEs play an important role in Vietnamese economy. 
Particularly, SMEs account for approximately 98% of the enterprises, contributing more than 40% of national gross 
domestic products and 30% of total export value, and creating more than 500.000 new workplaces annually [11]. 
M-commerce is a powerful technology in cutting costs, improving efficiency and enhancing trade links in 
Vietnamese SMEs. Realizing the significant role of m-commerce in enhancing the competitiveness of Vietnamese 
SMEs, both the Vietnam E-commerce Association and the Vietnamese Government act actively in assisting SMEs 
with expanding, growing and prospering their businesses through the development of a series of national policies 
and programs for improving the economic environment. The Decision No. 1073/QD-TTg, for example, signed by 
Vietnam Prime Minister, approves the Master Plan for e-commerce development in the period from 2011 to 2015. 
This is the second five-year master plan that focuses on the implementation of specific groups of solutions to 
achieve the overall goal of launching online commerce as a popular and progressive activity in the ASEAN region, 
contributing to the improvement of the enterprises and national competitiveness, and promoting the process of 
industrialization and modernization of the country. If the period from 2006 to 2010 is the stage of raising awareness 
for the whole society about online commerce, the period from 2011 to 2015 is the stage that online commerce will 
come into the life of each citizen as well as strategies of businesses. Such initiatives have created a sound 
environment for supporting Vietnamese SMEs financially and promoting the adoption of latest technologies for 
developing their respective businesses. 
The tremendous benefits of m-commerce for SMEs, however, have not been fully utilized by SMEs in many 
developing countries [12]. In Vietnam, for example, there are only about 20% of SMEs that have built websites for 
promoting their business. Furthermore, about 70% of these websites are difficult to access by mobile devices [13]. 
This is because the adoption of m-commerce is a complex process [14]. There are many factors such as individual 
attributes [2], technological, organizational, and environmental aspects [2, 6, 15], and trust [16] which directly affect 
the adoption of organizational m-commerce. In order to have a successful adoption of m-commerce in SMEs, an 
investigation into a comprehensive framework for providing a best-fit explanation for the critical determinants for 
m-commerce adoption in Vietnamese SMEs is significant. 
This paper first presents an introduction to the m-commerce, its benefits and an overview context for conducting 
the research. The second section is about the research methodology. The paper then investigates the development 
and adoption of m-commerce in Vietnamese SMEs. It then presents a comprehensive analysis of the related 
literature is conducted, leading to the development of a conceptual framework for identifying the critical 
determinants for m-commerce adoption in Vietnamese SMEs. Finally, the conclusion and limitations are also 
discussed. 
2. Research methodology 
Based on an iterative methodology, the paper analyzes and critically assesses the related literature and proposes a 
conceptual framework which allows overcoming limitations encountered in previous research and identifying the 
critical determinants for m-commerce adoption in SMEs in developing countries in general and in Vietnam in 
particular. 
To ensure the generalizability, the probability sampling method should be used and the survey method should be 
employed to get the data for the analysis of the proposed conceptual framework. The target population are SMEs in 
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Vietnam. The sampling frame will be obtained from the Vietnam Association of Small and Medium Enterprises. In 
this study, the dependent variable is the firm’s decision to adopt or reject m-commerce and the independent 
variables are critical determinants, which would be best evaluated by business executives or top managers who have 
an important role in making decision in a SME as well as a high commitment and support for the corporate m-
commerce project. As a result, CEOs and managers of SMEs are expected to make a comprehensive evaluation on 
the critical determinants for m-commerce adoption decision and become the sample unit for this research. A multi-
analytical approach by combining structural equation modeling [17] and artificial neural networks [18] analysis will 
be used to test and identify the critical determinants for m-commerce adoption in Vietnamese SMEs. 
3. Mobile commerce development in Vietnamese SMEs 
Vietnam is a developing country with the population of 92.7 million in 2016 [19]. There are 52.04 million 
internet users and 24.8 million smartphone users [20, 21]. With these figures, Vietnam remains the thirteenth 
position in the world for the penetration of the internet user. Furthermore, mobile devices are the most popular mean 
of the internet connection, accounting for 98% of all the devices used for accessing the internet. Additionally, 40% 
of mobile internet activities is searching for information on goods and services [22]. This shows that Vietnam is a 
potential and expanding market for m-commerce. 
The adoption and implementation of m-commerce in SMEs do still not match with an extremely potential market 
for online business development in Vietnam. The slow adoption of m-commerce in Vietnamese SMEs can be 
attributed to many challenges. First of all, Vietnamese SMEs share the same barriers to the adoption of new 
technologies in general and m-commerce in particular as SMEs in other developing countries. They are lack of 
information communication technologies (ICT) skills [23, 24], lack of financial resources [25, 26], and high 
dependence on business partners [27]. Additionally, Vietnamese SMEs also face some other challenges in adopting 
m-commerce. Particularly, in addition to the lack of awareness of m-commerce benefits, there is a business 
perception that the adoption of internet commerce is costly. There are lack opportunities to access investment funds 
as well as internal technical expertise. Finally, the habit of using cash and the concerns about security issues are also 
the main barriers to the adoption of internet commerce in general and m-commerce in particular [28]. As a result, 
these unique characteristics of SMEs need to be properly addressed while investigating the critical determinants for 
the adoption of m-commerce in Vietnamese SMEs. 
4. Organizational mobile commerce adoption studies 
The popularity of m-commerce leads to its wide adoption in the world. A careful investigation of such adoption 
studies shows that they can be generally classified into individual adoption and organizational adoption. Individual 
adoption-oriented research focuses on understanding the perception and attitude of individuals on the m-commerce 
adoption and investigating the critical determinants for such the adoption [29, 30]. Organizational-based research 
concentrates on understanding the adoption of m-commerce from the perspective of an organization [2, 6, 14]. To 
have a better understanding of the critical determinants for m-commerce adoption in SMEs, a literature review on 
organizational m-commerce adoption studies is conducted and their limitations are identified, making a solid 
motivation for the development of a new conceptual framework for m-commerce adoption in Vietnamese SMEs. 
A further review of the related literature has shown that existing studies on organizational m-commerce adoption 
are limited [6]. These studies can be categorized into the conceptualization of m-commerce adoption and the 
implementation of empirical studies of organizational m-commerce adoption. 
The conceptualization of m-commerce adoption focuses on the proposition of various conceptual frameworks and 
models for better understanding the adoption of m-commerce. Stoica, Miller and Stotlar [14], for example, 
conceptualize a comprehensive framework consisting of an organizational structure, business strategy, 
organizational culture, and the environment for m-commerce adoption. Zeeshan, Cheung and Scheepers [31] 
investigate the factors influencing the successful implementation of m-commerce, leading to the identification of the 
critical determinants including technological resources, financial resources, human resources, customer orientation, 
innovation orientation, perceived organizational collaboration advantages, top management support, institutional 
pressure, competitive pressure, and organizational size. Alfahl, Sanzogni and Houghton [6] examine a variety of 
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factors for conceptualizing organizational m-commerce adoption, resulting in the proposition of three groups of 
factors including technological factors, environmental & organizational factors, and policy & legal environment 
factors. Njenga, Litondo and Omwansa [2] present an integrated framework for m-commerce success consisting of 
organizational attributes and individual attributes. These studies propose various models for m-commerce adoption 
in organizations. 
There are numerous studies on empirically investigating the influence of the critical determinants for m-
commerce adoption in organizations. Doolin and Ali [32], for example, employ the technology-organization-
environment (TOE) framework for investigating the critical determinants for the adoption of mobile technologies in 
business in New Zealand. Their findings confirm that relative advantage, compatibility, top management support, 
information intensity, the degree of organizational readiness, competitive intensity and partner influence are the 
critical determinants for mobile technologies adoption. Chen [33] adopts the TOE for identifying critical 
determinants for mobile technologies adoption in China, leading to the confirmation of the same critical 
determinants as found in the study of Doolin and Ali [32]. 
Technology acceptance model (TAM) is widely used as a theoretical basis to study m-commerce adoption in 
organizations. Snowden et al. [34], for example, extend TAM for investigating factors affecting the adoption and 
implementation of mobile technology. The study comes up with some important factors including technology 
complexity, individual differences, facilitating conditions, social influences, wireless trust environment, the 
usefulness and ease of use of mobile technologies. Mashagba, Mashagba and Nassar [35] extend TAM for 
investigating technological factors affecting m-commerce adoption in Jordan. The empirical results show that 
security is the most important factors in m-commerce adoption. 
An integration of several adoption theories is commonly used for better empirically investigating the critical 
determinants for m-commerce adoption in organizations. Picoto, Belanger and Palma-dos-Reis [36], for example, 
combine TOE with diffusion of innovation theory (DOI) and resource-based theory for investigating the factors 
affecting the use of mobile business. Their findings indicate that relative advantage, technology competence, 
technology integration, managerial obstacles, competitive pressure, partner pressure, and mobile environment 
significantly affect mobile business adoption. Martin, Catalan and Jeronimo [37] integrate TOE and a relational 
context [38] to identify the factors determining firms’ adoption of m-commerce, leading to the identification of the 
critical determinants including technological competence, fitness between firm’s activity and m-commerce, and 
perceived customer value. 
Alrawabdeh [39] combines TAM with DOI and theory of reasoned action to investigate the environmental factors 
affecting m-commerce adoption in telecommunication firms in Jordan, resulting in the confirmation of the critical 
determinants including competitive pressure, regulatory environment, social influence, support industries, customer 
pressure, and government pressure. Grandhi and Wibowo [40] integrate TAM with DOI to examine the 
organizational factors affecting m-commerce adoption in Organizations in North America, leading to the 
identification of the critical determinants including strategies, perceived business benefits, inhibitors and features of 
m-commerce. 
There are also several empirical studies designed for understanding m-commerce adoption in SMEs. Al-Qirim 
[41], for example, employs DOI to investigate the factors affecting m-commerce technologies penetration in SMEs 
in New Zealand. Prasarry, Astuti and Suyadi [42] employ unified theory of acceptance and use of technology and 
task-technology fit to develop and test the model for investigating the adoption of m-commerce in Indonesian 
SMEs. Jain et al. [15] employ TOE to explore the factors favoring m-commerce adoption among Indian micro small 
and medium-sized enterprises. Lu et al. [43] adopt TOE for evaluating the factors affecting the decision to 
implement m-commerce by SMEs in Taiwan. These studies employ various models and theories as a theoretical 
basis for understanding m-commerce adoption, leading to the confirmation of different critical determinants for m-
commerce adoption in SMEs. 
The above discussion shows that there are various critical determinants that have been identified for m-commerce 
adoption in organizations under different circumstances. Table 1 presents a summary of these discussion. These 
studies, however, do not have a general agreement on the critical determinants for m-commerce adoption in 
organizations. Furthermore, the findings of these studies cannot be fully applied for explaining m-commerce 
adoption in SMEs in the developing country. This is due to (a) the lack of empirical evidence for the generalizability 
of the findings, (b) the lack of consideration of the unique characteristics of SMEs in the adoption of m-commerce, 
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(c) the lack of consideration of the characteristics of developing countries in the adoption of technology, and (d) the 
lack of empirical results for m-commerce adoption in SMEs in the context of the developing country. In order to 
have a profound understanding about m-commerce adoption in Vietnamese SMEs, this study makes an intensive 
literature review on organizational m-commerce adoption and conceptualizing a comprehensive model for 
identifying the critical determinants for m-commerce adoption in Vietnamese SMEs – an example of SMEs in the 
context of developing countries. 
Table 1. A summary of the critical determinants of organizational m-commerce adoption 
Dimension Description Critical determinants References Critical determinants References 
Technology The technological factors 
refer to the characteristics 
of technologies that are 
relevant to the firm; they 
are both technologies 
used in the firm and those 
that are available in the 
market. 
Relative advantage [41], [32], [33], 
[15], [36] 
Perceived ease of use [34], [35] 
Compatibility [41], [32], [5], [33]. Perceived costs [41], [44], [5] 
Complexity [34], [41], [5], [15], 
[43] 
Trust [5], [16], [35], 
[43] 
Perceived usefulness [34], [35] Security [5], [35], [44], 
[43] 
Organization The organizational factors 
refer to the characteristics 
and resources of an 
organization in the 
adoption of technology. 
Organizational culture [14], [6] Employees’ IT 
knowledge 
[45], [46], [15], 
[16], [43] 
Business strategy [14], [40] Managerial obstacles [36] 
Organizational 
readiness 
[32], [33], [31] Technology 
competence 
[37], [36] 
Top management 
support 
[32], [45], [33], 
[31], [6] 
Firm size [46], [43] 
Environment The environmental factors 
refer to external 
influences such as 
pressures from customers, 
suppliers, and competitors 
as well as the external 
support that influence the 
adoption of technologies. 
Competitive pressure [31], [32], [33], 
[36], [39], [43] 
Trading partner 
pressure 
[32], [33], [36], 
[15], [43] 
Support from 
technology vendor 
[45], [41], [15] Government support 
and regulation 
[43], [39], [6] 
Customer pressure [39], [47] ICT infrastructure [35], [43], [15] 
5. A conceptual framework 
Based on the literature review, a conceptual framework is proposed as shown in Fig. 1 that supports to identify 
the current patterns and the critical determinants for m-commerce adoption in Vietnamese SMEs. The conceptual 
framework is developed by integrating the two most popular theories in studying technology adoption in 
organizations including DOI and TOE. As m-commerce can be considered as a type of technological innovation in 
organizations, DOI and TOE are the most suitable theories for investigating the critical determinants for the 
adoption of such an innovation. 
The DOI theory is a process-based framework for explaining how, why, and at what rate the technology is 
adopted by an organization [48]. It has become the most influential theory in innovation adoption studies as it 
proposes a comprehensive framework for understanding the technology adoption process in organizations. As a 
result, DOI theory, particular the attributes of innovation, are widely used as a theoretical basis in many empirical 
studies for identifying the critical determinants of technology adoption in SMEs [49, 50]. 
The TOE framework is an organization-level theory of technology adoption that describes how the firm context 
influences the adoption and implementation of technological innovations [51]. It is considered a solid theoretical 
basis for identifying the critical determinants of technology adoption in organizations [52]. As a result, it is widely 
employed in a variety of technology adoption studies [53, 54]. 
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It is well recognized that technology adoption theories and models are independently insufficient in rendering 
explanations [55]. Consequently, it is suggested that integrating or adding more constructs into existing theories is 
more effective providing more comprehensive explanations of technology adoption in organizations. DOI, for 
example, primarily focuses on technology characteristics when considering the adoption of technology. It tends to 
ignore the influence of the organizational and environmental factors [56]. Integrating DOI with TOE creates a better 
explanation of technological factors that influence organization’s adoption of technology [52, 57, 58]. 
The proposed framework conceptualizes that factors affecting the adoption of m-commerce can be categorized 
into three main contexts including technological context, organizational context, and environmental context. The 
technological context is related to the characteristics of technologies in the SMEs [59]. It represents a pool of 
technologies available to an organization for the implementation of m-commerce [43]. The reviewed literature in 
organizational m-commerce adoption shows that perceived benefits, perceived compatibility, and perceived 
complexity are the most important factors affecting m-commerce adoption in organizations. Additionally, the 
perceived costs and perceived security are included in technological context for extending the DOI theory in order to 
have a comprehensive framework for a more robust explanation of m-commerce adoption in Vietnamese SMEs. The 
organizational context is related to the characteristics of an organization in the adoption of innovation. It represents 
internal factors to a firm that affect the adoption of technological innovations [60]. The reviewed literature in 
organizational m-commerce adoption shows that the most important organizational factors are employees’ IT 
knowledge, organizational readiness, strategic orientation, and top management support. The environmental context 
constitutes the arena in which adopting organizations conduct their business [61]. The literature review on 
organizational m-commerce adoption confirms that significant environmental factors include competitive pressure, 
customer pressure, and government support [62]. 
 
 
 
 
 
 
 
 
 
Fig. 1. Conceptual framework 
6. Conclusion 
The proposed conceptual framework allows researchers to empirically test and understand the critical 
determinants for m-commerce adoption in Vietnamese SMEs in particular and in SMEs in other developing 
countries in general. This is significant for the successful adoption of m-commerce in Vietnamese SMEs. Within 
this proposed framework, the current patterns of m-commerce adoption can be analyzed, and the specific suggestion 
for improving m-commerce adoption in Vietnamese SMEs can be discussed. The study also contributes to the 
improvement of knowledge of the critical determinants for m-commerce adoption in SMEs, enhancing managers in 
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assessing the condition and possible determinants that would lead to the successful adoption of m-commerce in their 
enterprises. The formulation of such a study is in progress. 
There are some limitations of this study. First, this study is in the stage of reviewing the literature and developing 
a conceptual model. As a result, it is needed to have a subsequent experimental study to test the proposed conceptual 
model and confirm the results for the case of developing countries. Due to the limitations of research on 
organizational m-commerce adoption in organizations in general and in SMEs in particular, the critical determinants 
specific to m-commerce should be also identified through qualitative research. Furthermore, the target population 
for data collection is SMEs in cases of Vietnam that include the adopters and non-adopters. As a result, the 
differences on of their perception on the critical determinants may create the bias for the empirical results. Finally, 
the proposed framework developed for the case of SMEs in developing countries. As a result, it should have a later 
assessment on the differences in the adoption and the critical determinants by country, by industry, and by the nature 
of products or services. 
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